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ABSTRACT 

Catholic school educators are recognizing the 
necessity of marketing research for the effective planning of a 
long^-ramge, proactive recruitment and retention program. A successful 
plan Involves marketing, recruitment and retention, and public 
relations. Part I of this booklet outlines steps for the initiation 
of s marketing plan and provides suggestions for establishing a 
marketing committee, identifying recruitment markets, assessing 
recruitment trends, forming goals and strategies, and planning public 
relations events. Part II gives examples of recruitment and retention 
strategies and suggested timelines for their implementation. Part III 
incorporates t^i^t- elements into the planning of a successful public 
relations event such as an Open House. Appendices include samples of 
an image survey, a visitor information form, a general information 
sheet, and an event evaluation questionnaire. {4 references) (LKI) 
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without hesitatk>n. 
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project. 

Marta Monerti Souply 
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Foreword 



nder the !eader^^> of Father Robert J. Yeager^ 
former Vice Pre^dent of I^velopment at the 
National Catholic Educational Association, the 
fim twelve bcKiklets in a series on development were pub* 
iished between 1984 and i987. These publications asj^stcd 
thousands of pcc^Ie connected with Catholic schools who 
were seeking practical information about facets of develop- 
ment. 

To expand on Father Yeagcr's Ic^cy, NCEA in 19S9 
a>nducted a survey of new topics to be included in the 
secmd installment of this ^ries. Principals and develq>ment 
directors tanked some twenty additional areas to be ad- 
dressed. This publicadon, .4 T^r-Rmnd Bjcruiment ^nd 
Retentim iHrn^ ttcdvtd first priority. 

Ms. Marta Monetti-Souply writes from her own enroll- 
ment success story at St. Mary*s Academy in Portland, Ore- 
gon. Through the application of marketing, recruitment 
and retcndoD planning^ and public relations, St. Mary^s 
Academy experknced a 28% increase in enrollment between 
1988 and 1989. This booklet provides reassunince u> 
readers regarding their own recruitment snategics, but 
more importantly, it places enrollment growth within a 
comprehensive plan for analysis? application and evaluation- 
The publication wl) challenge readers while offering prac- 
tical expbnations. 

I wish to thank the following people wlio acted as critical 
reviewers for this publication: Brother Milton Barker, FSC, 
Superintendent of Totino-Gracc High School in Fridley, 
Minnesota; Dr. Thomas S. Edwards, PhD, Secondary 
School Department at NCEA; and Sister Kathleen Collins^ 
SFCC, Assistant Executive Director, Elementary School De- 
partment at NCEA. 

Mary V. Burke, SNJM 
Secondary School Department 
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PARTI 

From Marketjng 
to Reemiitmeiit 
Plauniag 



Start with Understanding Marketing 
Mitrketing ^ . 

f B 1 he ma^cting ccmc^ holds that the primaiy task 
of an institudon is to determine the nceds^ wants 
and values of its target ctMistituencies and to adapt 
itself to delivering the desired r*t>duct more effectively and 
efficiently than its a>mpetition. An exclusive focus on 
public relations, tho« acdvides aimed at incrca»ng the 
visibility of the school in the ccmimunity, simply will not 
do the job. Maiicf ting is not cmly concerned with address- 
ing the schoc^'s public, but with listening to thcxsc publics 
in order to truly determine die ne«is and desires of that 
community. 

Marketing is the analy^, planning and control of pro- 
grams (k^gned to bring about dcMred exchanges with d«- 
ignatcd markets. In terms of Cad^olic schook, this means 
delivering the best pcKi^ble Catholic education to the com- 
munity which desires and supports an alternative to public 
education. Incrcaangly, educators in Catholic schools are 
coming to cmpha^ the vital place of a marketing plan 
which precedes recruitment and public relations prog^ms. 

Why a Marketing Plan? 

Using maiitcting is the key to a school's aWlity to 
in^rovc die way it relates to both its internal and external 
environments. Marketing is often thought to apply to the 
business worid rariier than education, but it should become 
an integral part of the everyday language of schools. A 



mariceting plan identifies target audiences; seeks data as to 
the needs, wants and values of each audience; determines 
who makes the decision to attend the school; measures die 
factors ^ich influence the choice of a ^ool; and appraise 
a ^hooFs image. ITiis infwmation, achieved throu^ the 
marketing pbn, then leads to designs for recruitment and 
public rclaticms prc^ams. 

Marketing rc^arch provides the information necc&sary 
for eflfectivc, ^ratcgic planning of a long-range recruitment 
and retention program. As many schools arc coming to re- 
alize, student recruitment and retentk>n have become 
increasingly common elements in Catholic schools as they 
plan for the present and che future. Schools can no lon^^r 
focus solely on educating their students. To insure that 
Catholic education can be offered to childixn in the future, 
schools must implement l^O'a€tipe recruitment campaigns. 
Catholic schools offer distinct ad\^ntage§ and must be able 
to effectively and efficiently communicate those advantages 
to the community at large. 

It is essential to be pro-active rather than re-active. 
Whether a school has an abundance of students or insuf- 
ficient enrollment, the time to write and implement a plan 
is now! 

A plan is much like a road map on a long journey. It is 
important to know where you are going as wclj as the stc^ 
along the way in order to arrive safely and successfully at 
your final destination. This handbook will define, step by 
step, the components for your school's new plan, from 
marketing to recruitment and retention strategies. Keep in 
mind that every school's plan will be different and may not 
include all the elements outlined in this handbook. What 
is important is that you do have a pl-^.i including marketing, 
recruitment and retention, and public relations. 

This booklet is divided into three major ^crions. Part I 
will outline the various steps involved in initiating a mar- 
keting plan for your school, from establishing a committee 
through the evaluation cf your student recruitment and 
retenrion programs. Part II will provide detailed examples 
of recruitment and retenrioi* stratepes along with ^ugges- 
rions for sample time lines. Pan III will outline the incor- 
porarion of these elements into the planning of a successful 
event such as an Open House. 



Establishing a Marketing Committee 



A school shouJd establish a marketing committee to act 
as the primary rc^urcc. This marketing committee should 
be the locus of planning, implementing and controlling 
marketing, recruitment and public relations efforts through- 
out the school. Key people In the student recruitment 
process such as the principal, the development director, the 
elementary school secretary and student recruitment direc- 
tor will meet with this committee, 

A marketing commince of parents (past or present), 
businessmen and women, alumni and members of the parish 
community will add variet>% new ideas, cxpcrrisc and 
direction to the formation of the overall plan. Forming a 
committee from a broad spectrum of the community also 
insures the presence of individuals on the committee who 
may be able to identify potential resources in the areas of 
gratis professional services or gift in kind donanons. 

Selecting Members for a Marketing 
Committee 

Selca people with marketing cxf^rtisc. In addition to 
their professional training and experience, those selected 
should also convey a conviction about the importance of 
Catholic education and, ideally, a loyalty to your particubr 
Catholic schcx>l. 

To begin the sclccnon process, compile a list of parents 
and their individu?! occU|.,ations. An occupation list of 
alumni and board rrembcrs would ato be helpful. 

If your school does not have this information, it is 
important to obtain it. One way is to utili/e your school's 
student registration forms, (See Example A below.) Another 
way to assemble this list is to ask parents to fill in forms with 
occupation information at the time of parent/teacher 
conferences. This list of occuparions of those connected to 
your schcx>l can help not only with markcring but with 
development efforts as well 



ERLC 



11 



n 



Example A: Information on Registration Form 

Narurd/Adopd^ Father Natural/Adoptive Mother 



First 



Middle 



Last 



I ]Divorc^ [ ]Remarricd 
I ]Dca:aKd 



Home phone: 
Religion: 



Employer: 
Full Time; 
Job Title: ^ 



Part Time: 



First 



Middle 



Last 



[ JDivorccd f ] Remarried 
[ jDecea^ 



Home pho.ic: _ 
Religion : ____ 



Employer: 
F»'I1 Time: 

Job Title: . 



^rt Time: 



Duties: 



Duties: 



Bus. Address: 



Bus. Phone: 



Step- Parent or Guardian: 
Address: 



Employer: 



Business Address: 



Business Phone: 



Bus. Address: 



Bus. Phone: 



Phone: 



Job Title: 



Student lives with ( } Parents ( ] Father ( ] Mother ( J Guardian 

[ ] Stepmother ( ] Stepfether f ] Other 
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priority, 

• Ways to Assess Strcngths/lVcakncsscs 

Your school should have a clear understanding of its 
strengths and weaknesses. Where dcKS your school excel? 
Are j^ur students receiving solid train-ng in religion, 
language skills^ math, science, and critical thinking skills? 
Arc there any particulariy noteworthy or innovative pro- 
grams such as community volunteer services, computer 
science or special courses? Arc there any weaknesses in your 
curriculum that should be addressed? 

The key to establishing realisric goals for your school is 
obtaining realistic information on which to build your plan 
from all those involved in your school: teachers, parents, 
students, administrators, coaches, alumni and board mem- 
bers. Various approaches can be combined to gatlier 
informarion. One way is to use a "think tank'' in which 
you selea key representatives from the above mentioned 
groups. Set an agenda of what you need to accomplish and 
allow for brainstorming sessions. 

Some sample agenda items: 

m Idenrify strengths and weaknesses of the school 

# List what parents want from the school 

# List what students want from the school 

# Identify how people ieam about your school 

m Describe the reputation of the school 
Another way to assess your school's image is through the 
analysis of information gained through an image survey 
(This is aliK) a tool for the external assessment). Prepare a 
questionnaire for vcachers, parents and students in ^'our 
school. On the questionnaire, ask respondents to list three 
main rea<^ns why they have chosen to attend your school. 
What do they perceive as the school's weaknesses? Its 
strengths? What areas would they mrget for improvement? 
Ask respondents if riiey would volunteer to ^rvc as members 
of a **focus group" to discuss their responses in more detail. 

**Focus groups'' (or group interviews) inwlving eight to 
ten respondents can be an effective follow-up to the 
questionnaire. Using a brief outiine, an interviewer from 
the maiiceting committee acts as a moderator. The role of 
this individual is to keep the di^ussion on the topic and to 
encourage respondents to talk freely. Members of tlic 
marketing committee then re|K>rt teck to the ojmmittec as 
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a whole on the results of their indi vidua! focus grouf^ to 
determine if dominant themes emerged or if specific con- 
cerns about the school became apparent. 

# Retention Patterns 

It is also necessary to study the profile of student 
retention. The example below indicates that retention 
efforts succeeded in the 1988 school year by reducing the 
attritfen rare by more than 50%. TTie Acuity and admini- 
stration shouid discass these i ^fu'^^s^ identify the retention 
steps taken the previous yeai, id continue their efforts 
acccmlin^y. 




External Assessment 

Just as important as the internal assessment of your 
school's strengths and weaknesses is an understanding the 
external environment in ^ich your school operates. By 
examining the various a^ccts of the extern?* environment 
in which the school operates, a mark-ring ^lan can make 
the best lises of its resources and lead to targeting tiu^ 
groups most likely to enroll. 
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• Image Snn^ (See Append A) 

In an external assessment, it will be necessary to ^dicr 
infonnatKMi from potential students ami tiicir parents, &om 
students and parents who did im? attend your school, and 
frcMn odicr iraRuential pec^le in your tocal area. Again, a 
questionnaire, focus group sesffl>ns, phone surveys, or in- 
dq>di interviews mi^t provide ways of measuring the 
school's image. The more leiiabk tl«: infcmnation, the ttuxc 
helpful the data will be in designing a recruitment btcr. 

What other Eictors erf die la^er cmimunity need to be 
taken into account when designing 3 recruitment plan? 
What a^cts of the OMnmunity might ultimately cfFca 
enrollment, recruitment or retention efforts? 

• Market Pc^mlation Trends 

Invcstiptc the public schc«jl district's enrollment projec- 
tions. Arc the enrollments rising or declining? Write a 
statement dcanibing this sittation and incorpotate it into 
your marketing plan. For example: "The IcK:al area p*«jccts 
a slight decline in grades K-8 until 1991 at which time there 
will be a 1-3% rise. By 1996, the dty will construct a new 
high school." 

• Public Imics 

Arc there any public i^ucs somehow related to ymr 
school's recruitment and rctcnticMt efforts? Is the nei^bor- 
hood perceived as safe? Is segregation an issue? Where do 
students congrcgjte before and after school hours? If you 
identify potential problems, then the plan must address each 
of tiie concerns. For example, a school's plan might state, 
''Aldiough there is a seven block walk from the bus stop 
to the scliool, the school or^izes a volunteer f^rent 
program to monitor the area from 7:45 to 8:15 j..m. and 
from 2:45 to 3:15 p.m. each school day." This information 
should be included in brochures, open house, and the 
school newsletter, 

• Transfer to Junior High 

In some locations there is a current trend towards 
students leaving Catholic grade schools to attend public 
middle schools or junior high schools. This "fallout" not 
only affects die grade school's intention efforts but also 
eflfccts high school recruitment eflforts. If the feeder school 
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pqpuhtkm shrinks^ die high schools will have fewer students 
fitHn which to draw. Aay sticmg pato^ aficcdng enroll* 
mcnt in ftmr area diouki be included as an ittm in diis 
%ctimi of your plan. 

• Marioet Icteiti&aikm 

WKre cb ytm draw your students fixmi? If your school 
h a h^ scIkx^ <k> ^ draw fkmt the Catholic i^ack 
schoc^ If ycHx are a g^^^ ^ocd^ do ymi draw fh^n f€m^ 
pari^cmt)^ Pre-scho(^CompoKadiart<^yiMirfe^jks' 
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This exampfc analyzes the two main feeder sources of 
students, ^jcdfic i^ttcms can be identifioi once data is 
provided. In this es^mple, the overall number of available 
students fiom the Cathc/lic eighth grade population has 
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<kdHicd by 123 ^dents from 19S3 to 1988, a drop of 33%. 
Meanwhile, the number of $tu<tents attending the hig^ 
school from the Cadiotk f^er schools has remained 
relatively steady and in hct witno^ a dramatic increase 
fttmt 1987 to 1988. Ihb imiicates that the ^hooi's 
recruitment diKnts have been inoeasdngly eii^rive. An- 
other ccKidu^jon dmt might be drawn from this data is that 
in ^ face a drinking target mari^. the schoc^ must 
con<^trau: <m the pubiic schodl market as well. 

• ^R^ctivra^ Marketing Ccmtacts 

If many ymir target ^udoits do not at^d your 
schocd, which sdiod or schools do they attend^ Why^ 
rk>n*t assume the answer. Dedgn -^ays to actually po% the 
question and recofd the rc^3on^. 

Furrhor refine ycMir infii^manon by guesting infkmia- 
tion from the fmier schcK^ each ^tember regarding hst 
year's gradi^tes« 




Watch for patterns and gather information about the 
main schools which students attend. 



• Sa>pe of Market Ck>ntact$ 

How do most of your students Icam about your school? 
By examining your market sources^ perhaps you can 
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rtalizc ^ich pn^iaiis ait already in {rfacc to reach these 
markets as well as di^vcr o^^mrtuntdtt to devdc^ new 
ones. Some sampb market areas include: 

• Childien <^ families niio have nroved into area 

• Children of alumni 

• Foreign students 

• Si^ers/bjnodiers of pa^ students 

• Friends of current students 

Sotic examples of how students or femilies have learned 
atout your school are: 

• Nc^x^>aper articles 

• Friend 

• PrC'School teacher 

m Direct-n^I literature 

• I^arish bulletin 

• Real estate agent 

• Open House 

• Relative 

Create a matrix with your target audiences, your ex'^nts 
and resources. This may help you visually disa)vcr areas 
high impact and areas with low impaa. &c examp! ; on the 
next page. 
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Sxadn^ B. M^iricetiiig Matrix 





Qp^feg 






















St. Hsmet^tementacy 








Fol^ SdH>d #12 
































St. £dwai^ I^iiidi 








St. 1^ Birish 
















(Etc) 









*ELE. m ?x!ig^us Ediicuioii Prc^Eam 

FcMT each the target audknces above complete the gnd 
of contacts. 



Et^cms to inform 

1. Open House 

2. Bring a Friend Day 

3. Ice Cream Sodal 

4. Field Day 

6. Sports Clinic 

7. Leadership Seminar 

8. Science Fair 



People Involved 

CP- Current Parents 
S(S-8) Students in 

giadcs 5 to 8 
P-Prindpal 
A-Ahimni 
F-Pastor 
T-Teachers 



Print/Media M«tcrUl 

# Newsletter 
lAr Brochure 
B Video 

▲ Direct Mai! 
U Parish Bulledn 
□ Peters 

* Flyers 



• Other Altemativ^ to yottr School 

^liat school choice arc available to your prospective 
students? It is imporant to not only identify these ^ools 
but also to analyze how these schools arc efiecrivc in 
recruiting students. 

2n 



Marketing Writing Uie Plan 




^th the mfimnatk>n obtained from these martxting ac- 

tivitks, a schod can ^un a clearer picture the tai^ 
gnw{^ (or maricets) and dc^gn efiecti¥e stratc^ for 
ffxruitment and public iebtk»is. 

Forming die Goals 

£ve£y recruitment plan ne^ goals and objectives for 
both the attracticHi of new ^doits and the rtienticm 
current students. What do you want to accomplish with the 
implementation of this plan? A certain number of students? 
A certain type of student? An inaea% in stu<knts from a 
^>edfic ge<^aphkal ax^ 

For schools that arc beginning their rccr\iitment efforts, 
the first goal should be to broaden the public awareness 
the school aim>ng all consdttient ^ups. The princij^ or 
de^k^mient dir^tor canTOt ^g^-handedly inctease en* 
rollment. Hiis person can be \hc modvator, planner and 
CHganizcr, but the students^ alumni^ parents and &culty 
mu^ all be invohred in tclfing tf« school^s story. They cm 
^>cak widi a>nviction based on ti^ir personal invohfement 
with the KiKK>l. The mc^ pec^rie diat are involved in 
rccruitment efforts the better, diese individuals will have 
friends, business as:»)cbtcs and relatives who can help 
identify prospective students. 

In terms ^ student recruitment and retention, set hi^ 
but attainable goals. Limit the number of goals in order 
to maintain a dear focus and to achieve rc^ts« After 
reviewing the informaticMi leaned from both the internal 
and the external assessment procedures and from consulting 
student cnroUment and retenti<Mi fipircs over the past five 
years, here arc two ^jals a marketing onmnitta might 
establish: 

Goal #1 . Manifest a broad-based a>ntmitn:ent from die 
folfowing groups and cx{^d uteir involvement in student 
recruitment: 

m Gc^^emmg Body 

• StudeUiS 

m Faculty/Stafl^^iministration 

• Parents 

• Alumni 

Goal #2. Enroll 500 ^dents by 1993 by attracting 10- 
15 additional students per year as well as reduce student 
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attrition to 5% by 1992. 

SincDC the amrc icoumncnt pkm will be a r^ource 
ciocument, attadi »i{^x>rting information and dociunenta- 
mm to the plan. Quc^k>nnaiie results, enrollment history 
and retention analyss dicHiki be indiKlai in the ai^>endices. 

Formation of Stnrfieglcs/Tactlcs 

This section is the how-to" component of the recruit- 
ment pfan, encraipas^ng die day-co-day, month -to-month 
planned activities which will secure the achievement of the 
schod's enroUnKnt gc^. After the IcHig-range of the 
recruitment ^an have been estatrfished, it b necessary to 
idendfy the individual stq^ ^ich will bring the school 
clc^r to its target. 

Hi is section of the plan lists all of the activities selected 
frcHn the bfainsrcHHiing sessk>ns^ the data analysis, the 
guidance the marketing conunittee and the &culty 
discusdons. From the many ideas lm)u^t forward, die plan 
identifies specific kinds of involvement by each constituent 
group, thereby brc^dening die ba« of inwlvcmcnt of a 
school*s resource ^u[^. ITie school must seek to deagn 
viable strategics for each resource group to help widi 
recruiEment effort, selecdng the K>urccs of infonn30on 
which arc most credible to the potendal students and to the 
parents tiK>se potentkl students. 

Identify the pebble resource grou{^ and select those to 
be incorporatc^d into the plan: 

1. Staff/Faculty/Administration 

2. Alumni 

3. Students 

4. Parent community (Past/Present) 

5. Parent's Club 

6. Governing group 

7. Realtors 

8. Teachers/Principals in the feeder programs 

9. rk>nors 

10* Reli^us eduaidon teachers 

11. Public school teachers 

12. Day Care Centers and Pre-school programs 

13. ^rish community 

For each resmrce^ 1^ the \fi2Lys the school is communis 
cadng with or using these resource grou|». Then design 
additional methods or activities for them in the recruitment 



ptoass. 

For each mmmy, create a timdine for impicmentatkMi. 
To niate this rerruitment plan truly workable, it must be 
d^gi)^ in manag^Ue fwts. Attempting to implement ail 

your ideas in die ^me mcmth will result in some prelects 
not r^eiving ample attentkm. 

Spn::ad your activities and programs throughout the year. 
Take into account whkh e^ts arc taking place in that 
particular mc^th YKjtii in the schocd and in the broader 
community. For instance, if your school's anniversary cele- 
bration, Open House, and classroom visitations are ail 
KJieduled in Octol^r, you need to postpone the organi^ng 
of a student recruitment group until a later month. 

Organize your strategies in two actions: 

1 . A list of ideas for proems, events and activities with 
a timeline assigp^. 

2. A summary list of projects by month to determine 
babnce and emphasis throu^out the year. 

EstabHshiiig Events 

Every ^hooi should ot^nize events that attract prc^Kc- 
tive families to your school and whicn convey infonnation 
about the «Jiool to them. The morc contact they have, the 
more comfortable they will feel uith y^ur school. You want 
to expose pra^>ect;ve ^milies to your academic program, 
co-curricular activities, ^rituality and school pride. There 
arc many difiercnt opportunities for you to do this. 
below are some types of events frcqucnriy incoqwrated into 
recruitment plans: 

# Open House 

It is traditional for schools to hold an Open House for 
proactive students and tiieir parents. As a general rule, 
the full faculty should be in attendance along with some 
students, j^rcnts and alumni. Open House gives a **slice 
of life** look at your school and provides information which 
is accurate, important, and which creates enthusiasm for 
your school. 

• Bring a Friend Day 

This event shouki be a very upbeat day with plenty of 
student involvement, providing an c^ponunity for your 
students to show the pride that they have for their school. 




Imt ytm students bring a guest to school and also 
in^tc pro^^mivc students on yoiu* irailtng Ust. Every 
^nmvc^ should be pairnl with a stucknt for the entire day. 
Asl^ yfMir reacheis to ^e a brief om^ew their cla^ and 
pr^re a I«son that invoh^ %^tCKS 

man your daily »:hedute to allow for a 5-10 minute 
wdix>me as^mbly in tfic morning, a longer lunch peiuxl, 
and an a^^embly in the afternoon. At the welcome as^mUy 
have each student complete an information form ^sce 
A(^>endix B). Hie as^mbiy a>uki involve entertainment 
and a few messages from the student body rqpresentatives 
and principal. At the end of the day, have vi^tMS fill cmt 
an c\^uation form* In addition to name and address, de^^ 
the form to alw measure interest in die school, satis&ction 
with the day, suggestions, and the foitow-up contact 
desired. 

• CYO Night 

Consider a ^rts event in the fall and in the winter that 
draws Catholic Youth Organization teams to one of your 
school games. Obtain a list of ouches* names and addresi^ 
for a certain ^rt such as volleyball and dcsi^atc one home 
game as C\0 night. Write inMtttion letters to the ouches 
and their teams. Ask them to wear your school's cobrs and 
provide them with treats after the game. Condua a drawing 
for a free volleyball signed by ycMir team memben. Make 
a WELCOME pester with all of the team's names listed. 

Have another event in the winter for basketball and offer 
partidf^nts ice cream sundaes after the game. Encourage 
your team members to join the ice cream «xial and mingle 
with the guests. 

Oft Sneak Preview 

When you have a list of incoming freshmen, invite them 
to a sneak preview at your school. In order to retain 
incoming students identified with the school, you want to 
make theui .eel 1-ke they are already a part of your school's 
family. Have the student body president sign a letter of 
invitation to the incoming freshmen. Involve your student 
public relations group in the planning of the event. Con^der 
having your students perfomi a skit about the first day erf" 
school jitters. Provide treats, an opporranity for small group 
discussions led by students, and testimonials on subjects 
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BKh as how to get invoM, handling homc^^rtc foad, m 
joining acackunic or pix^tams. 

Settiiig the llbneliiie 

After fbrmuhting aU erf" these new and exten^w events 
ftwr recruitment, create a separate list of projects by month < 
Thk h to ensure dmt your mariseiing jrian will ^o^e^ and 
it^t )^9ur activity are varied, apfnopriately dm^ and 
on^Mng. 

For example the first two mondis might include: 

• Mail inftmnat^ padu:^ 

• Ofganise parbh itpre^tatti^ m^dng 

• ProRk faculty in sdiool newstetta* 

Ckmhr 

Events: Eack-^Sdiod Ni^t 

Anniveisary CcIebfaticKi 
CYO Night 

• Form a ^dent public relations gnmp 

• Have a contest for prc^pcctivc stiidcnt names 

^ (Sve a prcsentatbn on oimlimoit at Back-to-SchooI 
night 

• Mail Open House invitations 

By foting your ta^ month and including the [^m^ 
events you will be able to teep better track of your pn^ess. 
Hiis action of the r^:ruitment plan should be consult^ 
every wttk. 

Budgeting 

Hie items you pbn in your marketing piasi must be 
adequately fund^* You wili want to advertbe ^ycmr 
House to reach rhe brgc^ number of peqpie. Make sim 
that your Inidgt ! reflects diat f^ed. Organize your budget 
item by kem. ¥or example: 





Amount 


^^ge 


$000 


Adverting 




Brochures 


$Qm 


CYO Night 


$000 


Newsletter 


$000 
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Evaluating the Plan 

The Bnal proc^ c^impkmcnting j^mr recruitment plan 
is die evaluaticm <^ your effoits. Go b^<k to the writtm 
plan: it is meant to be used» not to m cm a boc^Eshelf and 
collect dust. Yoa should u« it daily— write on it if you like! 
Revise it as new kieas surfece. Update it any rime a new 
dynamite idea comes along and check o& tasks as you 
complete them. 

Try to build evaluaffor*^ into each irf your majw 
pbnm^ e^ts. Let w complete evaluation fbnns 
deigned for the ^>ed6ic event, arrange time for the faculty 
to di^russ the event at the next feculty meetings surwy 
current student reactions and ^ck evaluations from volun- 
teers involved in each event. 

After the first year your recruitment plan, your 
marketing committ^ should review and evaluate die total 
plan* Discuss which items worked well and \i^ch did not, 
sharing the ^>ecific evaluatkms ^thcrcd throughout the 
year. DcIck thc^ items that were not fca^We and add new 
ideas. Not every idea is going m be eHecti^; some ideas 
may «>und great, but turn out to be simply impractical. 
D(Mi*t tKCOTic di^uiaged. Work on the ideas diat arc 
proving to be suca:$$ful and ca{»tali% on those. 

The final evaluation com^ when midents apply and 
register. £Md effort m a {mticular feeder ^hool woiic? Is 
enrollment np in a target neighborhood? It may take several 
years for a j^rticular strategy to produce an effect. Printing 
a brochure and initiating a student visitor program may not 
aHfect enrollment in the first year. It docs, however, plant 
the s^, and a good recruitment prc^ram will ewntuaUy 
m^t your g^ais. 

Maintain ^curate records and keep track of your re- 
search. Arc your audiences receiving the intended m«- 
Has attendance at C^)cn Hou^increa^? Dklyour 
direct-mail efibrts produix more requests for informaticm 
packets? Frcmi the% requests for informaticm, how many 
students visited? How many enrolled? 

Begin to ^uiitinize enrollment data each year so that you 
can look teck at trends owt a five or ten year period. A 
qu«tionnaire for transfer students in the first quarter can 
help eHdt information for you. When a iment or student 
calls your school for an information packet, ask how they 
hoird about your ^hool. At Open House, include on an 
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PART TWO 

A Sample Plan 
f oi* Reaelting 
tl&e JEiiiPollmeitt 
Goal 
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This section wiil provkic some cxampks of recruit- 
mcnt and retention aratc^cs with thdr timelines. 
Ik^ c^ch €^ the 14 resource gioi^, the (dan 
details s|>ecific tasks and (kadUnes for comf^c^n. These 
examples are deigned to be a{^licabie for Ixnh elementary 
and secondary ^iK>ol levels. They demonstrate broaa based 
invoh^ment in the r^niitment program d«ign. 

ENROLLMENT THROUGH 
RECRUITMENT 

Rinauru Gr^uf/Toik Timeline 
1. Staff, Faculty, Administration 

A. Teachers make summer contact with 
incoming students by postcard, ictter 

or phone call. August 

B. Faculty de^gn the lesson plan for 
vi^tadon day to offer visitors an oppwtunity 
to participate in the day while learning 
more atxmt the ^hool's curriculum. 

Faculty evaluate the day. November 

2S 
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C. Tcachos d&ipi Open Hmisc prcscntatkm. 
Evaluate C^en Houk at &culty meeting. December 

D* Devek^mcsit cfirector interview teachers 
and ooad^ in cmtor to wzitt a sems of 
tetters for them ^iriucfa wiU (kxribc aqxcts 

pn^rams* After »if¥^ing die 
intot^ of {^o^^ecth^ ^udeots adeeming 
their &¥cmtc two dasscs and their &vcmte 
two activities^ compel a n^^er list each 
das and activity* Letters outlining ^^edfic 
piogTanis^ ^gned by the corre^Kmding teacher 
or activity dim.-^, are nuikd over diis 
twD-nKKidi pemxi. January/ 

February 

Teacher committK wc»ics with student 
government to ^hn spring event for parents 
and prospective students. 

F. Teachers evaluate student recruitment 
plan for year at faculty mccting. 

G. Ri^K>it the (Hogiess €^ the schooFs 
recruitment efl^ts at faculty meetings. 

H. Create a newstetter or bulletin board 
to keep the faculty informed about 
recruitment proj^ts. 

2, Altimni 

A. Publish in newsletter a listing of 
curmt students who are the 2nd, 3rd 
or 4di generatk>n to attend the school. 
List alunmi by name ^o are related 
to current students. 

B. Include a rc^x)nse card in the alumni 
pu Mication requesting names of pro^>ective 
stiidents. November 



March 

May 

Monthly 

Ongoing 
September 
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C. Invite recent psdii^tes to speak to oment 
studoiis ab<»2t the prqiaiation the ^hool gave 
them for the next levd eduatkm. D^xmber 

D* Gathti infomsitkm from alumni r^arding 
the results their ^tucaticm. Use quote 
and testimcHmls in leauitmg. February 

Ep Pbn a social event for alumni, including 
some T€ic for current stucknts at the 
event. ^rii 

AhmU i^mnamm: Design a que^kmnaire fcr ycmr 
alumni. Ask qiK^k>ns abcmt your school's fixCTgc^ and 
weaken points. Provi(k an opoi-ended questicm to receive 
testimonmls. Such qtK>tatk^ can be used in alumni pub- 
licatk>ns» uinxA btochur^, school newidetteis and the 
student paper. 

3. Students 

A. Have a ccmtest to obtain names and addresses 
€3f pro^^ecdve ^dents to invite to 
Open House, October 

B. Fcmn a student public relations group. November 
Have thb group: 

1) Help widb secruitn^t aaivides Ongoing 

2) Write letters to stiKicnts about taking 
the en&ance exam January 

3) Call incoming ^udents Simmier 

a. to invite to activity 

b. to make summer ccmtact 

4) Aa as hc^^i^tess for vidting stucknts. Ongcnng 

C. Or^pniae fie^n^ to witt ihdr eighth grade 
teadios during Natk>nal Cadiolk &hod$ 
Week to thank than for teaching them and 
to eipbin Ik^ he/^ ^ ddng in 
high sdK»l. February 

«»„ f. 30 
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D. Work with En^^ teachers to have seniors 
^te to thdr ^hth grade tcadiers abcnit coUcgie 
{dans and wi^t thdr shooting has done 



F. Ekmoitaiy sdKxd children scikI 
Gon^tulatkm caids m nc9idy t^fmscd 
chikimi in the pmsh and a birtiKiay card 

year thereafter. When the chiki four 
years {M^ invite him or her to vi^i die 
sdiocri. Ongoing 

^idem RMk RekBiims Gn^: Fc^mtng a stwlent public 
relations or amba^a^ group has many advantages* Hic 
group becomes a resource for recruitment activities such as 
Open House and Bring a Friend Day, Selca students wlu> 
are pc^tive, r^Kmsbfe, aiui good representatives <^ die 
sdKX)J. Ask teachers to ictentMy stuiknts. O^anize 
the grm^ to n^thiy or U-rm>ndiIy to hdp foois on 
iqmmung r^xuitxMint acdviti^ to evaluate recent eflforts, 
andtodc%nTOwa|^roacfaes* Bya^gthesti^kntpubBc 
rehtfoi^ gioi^ to imke calk tas^mfents, you are increa^ng 
die student-to*^u<teit intcracticm whkh can be critical to 
rKruitmoit efforts* A ^>^d {^Kme call fiom a student at 
your school to 4 p^ospccd^ ^doit to invite him or 
to an activity can be ^ry effi^tive* 
^idem Ckrmpm^9$€^' Evoi afto' fimr years in high 
schoc^, ycmr sei^HS are ^ inqxmant to their d^di graife 
teachers. Letters from high sdiod $enk>rs to an eighth 
grade teacher telling how they Iwvc (kvelopcd throu^ their 
high sduxd years would be irela»ned This is also a 
WDuderful c^^pcmunity to infimn the d^th grade tcadbers 
about your school in a pcrscmal way* Encoura^ d^ senicHS 
to wnte abcmt thdr j^m for ccdl^, indiKiing how your 
ndiO(A may tuvc Ldped them adikve thdr gc»d& Iksf hi^ 
schocd fit^in^\ a simikr letter to thdr d^di ^ade 
tead^ couM p&i^ be a giacbd writing assignment. If 
dus acth^ty is part <^NatkmaI Cad^^ Sdiods WcA^ die 
purpose and invt^vemoit can be another way to celebrate 
the wtek. 



for than. 



May 



Int^view ^iKients for tesdmonkls. 



Ongoing 




SonC^ TmifmmMis: Jm as widi the alumni, kxp track 
€^ y^m ti^ ^ittioits arc saying abmit the sdiool. Use 
tc^imoniak in uifisfs^tioii p^sets, mroitment ImKhuivs, 
ncm^pa tds, m odicr puMitations* 

4^ Ptifwit CkmuntmUy 

A. Give an omdin^t ^nescntarkm at 
Bade to SdKwi Night. Let parents know die 
{m^css your ^^tuxd's n^rketing efibm, 
ei^HC^ ycm aidum^, and a^ for d^lr 
invcrfvement. October 

B. Have ti^ ^rent Gob dficers 
conduct a n^ruitn^nt plu>mth<m 
to obtsun names and addresses of 

pn)^>ective ftwlents. November 

C* Scxd cadi &m3y ce^cs oi tlie sdiool 
brochure ami osk that they dmribute the 
remiitment brochure to interest^ ^mijies. December 

R^rukm^Plmm^^' A recruitment {^umtbon is mnilar 
to an amiua! gmng {^K^nufaon. Hmm^ die FTA, 
c^rganiK a group oi paraits to caU all <^ your sdKwI's 
I^rents adckig fi»r names aiui addreses of ptosgtc^ 
stwients. Parents nay have business assodares, fiiends, or 
rebdvK wiui faiow of ^^e^^tive ^Kknts to in^ to 
schocd BiTCtkMB. Yoa acocmqdish two tUngs with dm 
activity. Fiist, ycm obtam new nam» and sraondly^ you 
rai^ ^ parents' awarene^and invoben^nt in recruitment. 

5. Parmts Club 

A* Condnually hccp thb gn^ informed <^ 
the Khx>rs maristii^ efforts and ask for 
their be^ throng: 

• Reports at n^eetings 

• Vcriunteer assbtance 

• New^»t6s C^igdng 




6. Governing Group 



A. Ovcisec the Maiiccting Pbn 

• Allocate tmdgct for rcmiitmcnt/ 



May for 
next 

^ool year 



• Evaluate efiectivene^ of the 
r^Tuitment plan with 
marixting cc^nmitrcc. 



June/ 
December 



B. Report {m>grcss of marketing efibrts at 
the meetings. 



Monthly 



C. Di^butc cq[)ks of school press releases* Ongoing 

D. Request names of protective 



Inpdp0mem: Involve the governing group in recruitment 
and public relations brainstorming sessions once or twice a 
year. If the group is ultimately rc^onsiblc for allocating 
money, it is impcxtant that they be kept abrea^ of recruit- 
ment goals and {HOgiess. Hie more informed and involvoi 
they are in the schooPs plan, die more the pbn vifiSl remain 
a priority. 

7, Realtors 

A. Contact the relocation departments of 
realtors in your school's area and pvc 
them a supply of your school's recruitment 
literature. Ask die realtois to indude your 
schoors infimnation in all i^dcets for new 
families in the area with schod age 

children. Yearly 

B. Invite realtors to a wine and ch^se sodal 
hour to become better acquainted with your 
schod. Organize the social to provide time to 
m^t with die {mndpal, to see the school slide 
show, and to visit with ^udents. March 



students from this group. 



No^mber 
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S. 8th Grade Teachers 

A. MaSl mkmmsion packets at tl^ 
b^iiming of ^duxA ytaa. 

B. Ha\% your ^hooi^s teachers inform 
ia^ year's teadiers how thdr fonncr 
stiKients arc progre^ing. Croite a form 
for ycmr teachers so they can 

you tnfiffmatio^ on a particular student who 
is excelling or fa^ impio^ in a certain 
sub|m or aoi^ty. 

C. Nibil press rdea^ on individual 
^udents to their tcadicrs and listens. 

D. Mail individually addrc^ol a>pi^ of 
your ^Jkx>P$ monthly newdetter to the 
teachers. 

Invite teachers Sxmt feeder ^hools to 
an annual social at your schoc4. Ask your 
^doits to help serve le&^ments and 
to n^e i:»resentadons about the school. 



&:ptcmt^ 



9. Donors/Benefactors 

A. Keep this group informed of 
enrollment patterns and ask for 
their help when a^mpnatc. 

During your yearly phonathon 
ai^ donors for names and addresses 
of prc^|>^ve students and share your 
»±ooi*s pro-active marketing stance. 



March 



Ongdng 



Monthly 



April 



Ongdng 



September 



10. Rdigious Education Teachers 

A. Ri^uest dass lists to be added to 

ycmr mailing data. &ptcmber 
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B. Mail Open Hoi^ invitadons 
and ask ti^t teachers distribute 
diem to inicre^d students. 



October 



C. Encouia^ your students to act as 
teadicf aides in retigious cducatk>n 
progianis. 



Ongoing 



D. Su^e^ diat %verd students 
&om your ^ool ^vc presentations 
on faith and service in your ^juK>l. 



April 



^iiUm Sm^ke Grou^ If your school has an active wrvicc 
group, help them create a program to pn^nt to 7th and 
8th ^ders about how they became invcrf^d in service, 
iR^t «>me of dieir projects arc, and why aie they involved. 
This gws your sduK^I an q^rtunity to discuss material 
with prospective students whkh would be in^ir?"ional and 
which is characteristic of Catholic school involvement in 
service. 



Puklk S^ool Qm^acts: The success of this part of a recruit- 
ment plan dq[^ds to a ^eat extent on the working 
rclatioriship between the publk and private schools- Many 
students a>me to Catholic schools from the public ^ods. 
Try to establish a relationship with the key p^le in public 
schools, whether it be teachers, coun^lors or principals. 
Create a mailing list of public ^cx>{s and key contacts and 
k^ them informed of your school's activities and pit>- 
grams. 



IL Public Schools 



A. Mail invitations to Open Hou» 
to ttaichcrs or school counselors 
and ask that they distribute them 
to interest^ students. 



October 



B. Keep the teachers informed of how 
their former students are progres^ng. 



March 
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Timeline 



12. Day Care Centers/PreSchools 

A. Mail ifi^>nmtk>n regarding yo\xr 

scbool^s prc^ram (brodiurc or letter). September 

R. Mail Open Hou^e invitacbns and 

ask that they be ^vcn to parents. October 

C. Have children in your ^ool make cards 
for ^>edai occasions for children in day 

care centers. I>2ccmber/ 

February 

D. Bring school pcribrmances such as skits, 

choir or gymnastics to pre -school centers* Ongoing 

E. Have older students accompany pre school 
students on a field trip. May 

F. Organize story hours in school libraries 

for four-y»r-oIds. Quarterly 

13. Parish Community 

A. Form a parish rcpn^ntativc netw>rk, March 

B. Mail a newsletter to parish representative 

with: Monthly 

• Thanks 

• Ideas 

• Updates 

• Taste 

C. Qr]^ni% two meetings per year: 

• Fall — discuss the new ^ool year September 

• Winter — shai^ new ideas February 

Have parish repre^ncadves odl ^unilies 
that attend^ Qpcn House. November/ 

Decemoer 
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PMt^ Rgprmnt$mpe Network: For schoob drawing from 
sc^^ni i^rish^ a parish refHtsentadve netwwk cstaUyics 
a omtact permn in eadi parsh rc^KHidUe for making 
sdicx^ bet^ known in rfia* im^i. Eadi school ^ouki 
fomi a g^p that fits its needs and itsourocs. For shoots 
drawmg frcHn €»ic {mish mily, the nctwcHi^ could be 
design^ to have adesgnas^ contact person fi^-nch pari^ 
^up, Lc. Kni^& of Ccdtimbus, Altar So€3cty« Youth 
Miniiitry, <h^ Eidcrly Ojtrc<ich to make the school better 
knowfi within each group. 

The rcpresenmti\^ siunM be carefully selectol. Invite 
representatives^ ^rmts usually, to act as a liaison between 
your school and their represented group. TTiey ' design 
ways to keep their groi^^i inf<mned abcmt the schooL 
Representatives can also po^ fficts and pesters, host colftc 
and dou^nut infomiatimtal sessions alter Sunday Ma^ or 
show die school video in their hemic for tho^ interested 
in learning more about the ^ool. 
Mmthfy Nemimer: Cteatc a mc^thly newsletter for this 
group to heighten their awareness level and to kc^ their 
enthusiasm building, A newsletter is an exallent commun- 
ication vehicle. Remember to gvc examples of what was 
achieved, to timik the rqprc^ntativ^ fc^ their time and 
effort, and to a^ for their input. 
Meeii^0^ Meetings give the group an t^portunity to come 
tc^cther to bt^n^rm, and to ^aie ideas and sucass 
storitt. Involve this group in marketing deacons and keep 
them as up-to-da^ as pos^l^e on any school program 
change or 5^Kdal projects that would be of inters to 
pio^>cctive midents. 

"Hie parish repr^ntativc network should also be con- 
rinually working on obtaining proactive mident names 
and aikirrascs for your ^diool's mailing list. One source dP 
information might be the school directory ffom the local 
public school. 

OpmHmseFidhm'Up: AtOf^ House, a^ that each &mily 
fill cmt a form. (Sec Appencfix D and E.) Copy the fonns 
your pari^ representatives and ask that they call the 
fiunilies ftom titetr (»n^. ^ffi, diis is Susan Summery a 
parent at St* Stq)hcn*s. I was calling to ^ how ^u enjoy^ 
C^n Hr .a^ and if you had any questions.** Just as student* 
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Tifmiim 



tci-^udent cmtttct is ciitkal^ » too is {mcni-to-paKnt 
interaction, 

14. Public Relations 

A. CkMitinually look for public rdadons 
oppcmunitks fin^ indivklual smd rits^ 

teachers and the %hoo! itsdf. Ongoing 

B. Work on establishing rchtionships with 
new^per eduation edi^rs. Ask what 
type €^ stonoi the papers are intonestoi 

in. Fdkmr i;^ ^ur prem release with a ^ 

to sec if they plan to use your information. Ongoing 

C. Work on a gcncrd fonirc stosy in conjunctkin 
with a i^c^ upa>ming event such as an 
anniversary cekhration 

Medim R&o$me F^oj^: Encourage your students, teach- 
ers and i^uents to provide tiie person in charge public 
relations at your school with student and teacher ^ci^ 
stories a*: wcU as gcnci^ feature story ideas. Remember, 
though, that ik:^ edi^HS are a>nstantty bomlmded with 
alJ kinds of story ideas from a wide variety of oi^anizations. 
Be prepared to ans^^ these qu«^ons: Vfhy should a 
ncw^lK^ run diis axiry? VWut makes it newsworthy? 
Whatever you can do to make your story stand out from 
all the rest, helps make it a pos^Ue candidate for 
coverage. 
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ENROLLMEOT THROUGH RETCimON 



Retention is the other arm erf" recniitmcnt. Although a 
less obvious j^^ofx^ tiun throe proocdures imptementi^ fisr 
the recruitment ^ s^dents, retenikm is ne\^erthcl^ crucial 
to a ^od. A tool's rctmtion rate ^gniScandy afl^:cts 
the nK>nde^ finances and quality <^ the academic prc^m. 
It is lar ea^r to retwi smctents who suc<ml in the ^rhool 
pio^am than to recruit a new student ftn* each student who 
tran^^s to a new school. Ak>ng with InaListomung for 
reouitment ideas, ^u should amultancously be brain- 
sumning ways of retaining your oirrcnt students. 

Just as soma>ne should ^^ifically rc« jon^ble for 
student recruitment, so tCK> should a person bt designated 
to design, evaluate, and monitor the ^udcnt rcteni:?n plan. 
For ^me schools, the retention plan mi^t be part ot J'** 
fob de^ripdon for the per^n re^ndble for student 
ircruitmcnt. This melding of job re^K>n$ibslities carries widi 
it some potential dilHcuIties, however. Sinc^ retention 
issues at times cany with them confidential &mily informa- 
tion, or may invdvc conflicts between a student and a 
teacher, or pc^biy require the as^tancc of the school 
o^unsclor, it mi^t more feasible for an administrator to 
implement the retention prc^ram. This person will be 
rcsponsiWe fw designing ways to prevent transfers and 
dropouts, for gathering and processing data, tracking pat- 
terns of student retention, and for securing the cooperative 
involvement of the fecuity in retention while simultaneously 
upholding the school's standards. 

Involve Faculty and Administration 

The faculty and administration arc the key players in 
retention. listed below arc a few su^csnons for increasing 
their involvement in the student retention process: 

A. Create a Big Sister/Big Brother 

program and plan monthly activities. September 

B. Ask that the feculty create a 
"foner list** and submit it to the 

student activities coordinator. January 
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C, Ask diat teachers mm every qtmrter/ 
seiTO^er with their ^4ents to di^aiss 
with eadi how the y&r h gmn^. 



Quirteriy 



D. Ri^x^zc sttidenis on d^ir bmthdays 
with a card <m: a notke in die bulletin. 



Ongoing 



E. EstaUish a pnr cmin^Iing 
group thrc^^ ycHir sdiod^s 
coimseling department. 



Manrh 



F* Create a prc^ram to encourage self- 
confidence. Tafac any of^rtunity to 
recognise a student* 



Ongoing 



^Lmer Idstr^: A **loncr U^** would be a list of students 
that teadicis have observed as li^ng cm the fringes of the 
schod community. Such midents aie not actively involved 
in s^rhool and don't seem to be h^y. Teachers and 
sdmint^rators should be on die look-out for these students 
and encouiage tliem to l^ccmie snvohred* Teadieis can use 
a form to note e^ concerns about imlividuals. A simple 
satemcnt, taking than a minute to complete, can be 
given to the {mndpal or counselor. Sample: 

^Vm worried about_^ 

because ^ 

I know this becauK 



Teacher's Name Date 



Eiampie: Vm worried about Suae Jones because she 
always cats alone. I know this because Vm on lundi 
supervisbn." 

Gather the faculty who might have contact with the 
mident and discuss the concern. E^gn a low-proHle 
foltow-up plan to reach mxt to this student. On die hi^ 
schod level, omduct a aafF meeting twice a month with die 
athletic director, activity director, campus minister, assistant 
principal and counselor to review the forms receive and 
plan af^ropriate asdstancc. 

Biff Bra^/B^ Sisur I^qgrafm: A Big Brother/Big 
Sister program where each younger or new student is 
assign^ to an older indent or a "buddy** (the sme ^tdc 
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Promote from Within 



The public addres s^€m, bulletin boards, the school's 
newsletter, new^pers, assemblies and report cards all 
provide q^K>rtunities to let the school femily know more 
about the achievements of students and faculty. Students, 
parents and staff are often the best re^urce fbr ^reading 
the good news of the school Create one-liners which tell 
the fects about test scores, feculty and student achievements, 
community service, faith community, and curricular and co- 
curricular programs. Keep the information short and 
precise. The information wUl have an "echo effect" as the 
information is repeated by students, teachers and parents. 
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PARTm 

open House — 
A Key £veitt 



1 




uhlic rclatkms events combine the informaticMi 
gained through yom nurkedng and recruitment 
and retention efibrts and arc designoi to pro- 



mote the good news about your school in d;e community* 
Events should be organized to increase the visibility of your 
school and make pct^le aware of your school and what it 
has to offer. 

Events such as Open House provide a great opportunity 
for outreach to the community. In order to be truly 
success, iK)wcver, tl^se events must be carefully planned 
in Older to achieve tiie greatest amount of exposure in die 
most cflfectivc mann^. A weU-pIannod pubfidty strategy 
must be balanced by care&l intcnml preparation by teadiers, 
students and parents. Outlined here 3 re suggestions for a 
sample Open House which can easily be adapted to your 
particular school and its events. 

Plaiming for an event such as an Open House sl.'ould 
begin at least eight weeks prior to the event. Key a^cts 
of planning and promotion are described below 

Timing 

Carefully research the best time to a>nduct your Open 
House. Some schools find Sunday afternoon more desire - 
abk than a weekday evening. Check on time conflicts with 
other events which might attract your potential students and 
theff parents. At the high school level, invite 5th, 6th, 7th 
and 8th graders. Carefully coordinate the date for the Open 
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Houm: with the ^cdules of ^nir feeder schools and 
progiams. In cndcr to allow a comprehensivt look at your 
^ool allow sufficient time. Decide n^ether die event will 
begin at a ^cific time or if pojple arc welcome anytime 
betwKn die designated houis. 

Publicity 

Free P$ihliciiy 

Invitatioi^/Iettcrs should be sent to: 

• Your proactive student mailing list 

• Religious Education students 

• Prc-schools and kindci^rtc .s 

• I^ncs and Alumni 

PermnaUs^e ^ Invimrim: The more pcr^nal the con- 
tact, the more likely the invitees will respond. If possible, 
folbw the letter with a phone call from a parent or student 
in order to rcinfbrc!. the invitatitHi. 

PuMic Serpice Annmncemmts (PSAs)/CQmmunity Col- 
end($rs: Mail a two to three sentence press release with your 
schooHs Open House datc^ time, location and ^mc high- 
lights to radio stations and television community service 
bulletins* Many stations require a three to feiur week lead 
rime. Check with each station in advance to determine their 
deadlines. 

Fliers: Fliers can be posted in parishes or on neighbor- 
hood shopping center bulletin beards. 

Annmncemenis: Advertise the event well in advance in 
the Sunday parish bulletins. Ask the f^tor to specifically 
mention the event during Sunday announcemc^iii. 

Advertising 

If your school has budgeted for advertising. Open House 
is one of the most apprc^riatc opportunities to advertise. 

If you plan to advertise on radio or in the ncM^^aper, be 
aware of your target audience. Make sure that the listening 
or reading audience is the demographic audience that your 
school needs to reach in terms of age, socio-economic status 
or geographical location. The radio station and newspaper 
sales staff should provide you with this information. 
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Prej.watlon 



Pn:pare a c£»nplctc informaticm packet for those who 
attend. These i^ckcts should cxintain the fcdiowing ele- 
ments: 

1. Introduction kttcr jfrom the prindf^l 

2. Map of the schod 

3. Schedule the day's ewnts 

4. Registration form and description of the registration 
process 

5. Tuition and curriculum information 

6. School feet sheet with information such as a descrip- 
tion of the current student body, student/teacher ratio, 
average number of smdents per class, profile of &culty by 
degrees and years of teaching experience, acrivities available, 
and unique advantages of the school. (Sec General Infor- 
mation Sheet in ^pendix C.) 

7. Evaluation forms: one for the student and one for the 
parents. 

Schedule student and parents who ^11 be assisting with 
the day and provide for some preliminary training. Involve 
the entire faculty in deigning the classroom acti^^tics and 
the co-curricular rehearsals ^ich will be ongoing during 
the hours of Open House. Decorate the ^ool to create 
a lively spirit and to reflect student learning and involve- 
ment. 

Format 

Every school will have a diflferent format. One possible 
approach to an Open Hcuse is detailed below: 

1. Visiton: are greeted at the school entrance by a group 
of students who will escort them to a ^thering place such 
as the library^ cafeteria or conference room. Refreshments 
are served and each femily is seated with a parent(s) and a 
student from your school. 

2- The prospective student fills out an information sheet 
(see Appendix B) while the proactive fwents speak with 
parents from your school who answer questions and share 
their excitement for the school. 

3. The femily is cKorted to another location to hear a 
few words from the school principal and to watch a video 
or slide show. If your school does not have either of these 
visual aids, consider producing one. Visual aids are much 
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more defective timn pr^ntatk>ns macfe by a sm^c individ- 
uaL HtotQs, dmts and d^is aU help amununicatc your 
^od^s mosage. 

4. Noctstopisaf^mcl students (one might be a rKcnt 
gr^liiate) V9ho taUc briefly about what the sdiOGi Ym dcme 
far them. 

5. Hie ^mufy an then w^^s the ^ihool and v^t class- 
rooms. Tochers ^khiM be in their cbswoorns il<mg with 
students deau>n^ting their {articular subject arca. Fc»r 
example: 

^^ish dbss — students playing Span^i bingo, listening 
to Spanish muinc. Teadia* leading game and available to 
greet visitors. 

Science— students woiidng on experiments. Teacher 
avaibUe to giwt victors. Science {H^jects di^Iayed* 

Student govmmient— ^dent <^iceis availaUe to an- 
swer questions, ^otos of school activities di^la^. 
Handout of all f^iiool extra- curricubr actlvitin distributKi 
to visitors. Coaches available to talk about their programs. 

Ask that ^ur teachers be aeative in ptaiming for their 
in Open House and in\ite families to stop in die 
classroom to take a clc^r look at class activity 

6. At the exits, place a fhw parents and students to coUea 
evaluation forms, answer questions and thank visitors fx 
attending. 

Evaluations 

Has your Open House fomiat been succes^l thus fei^ 
(See Evaluation Forms in Appendix D and E.) Arc the spirit 
and enthu^asm ctf your school communicated? Provide 
your teachers as well as the parents and students diat arc 
involved with evaluation forms. Try to determine if 
prospective parcfits and stucknts come away from the Open 
House with all of the information needed to make a 
decision. 
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Coitelusioit 



Recruitment is challenging, but exciting. It en- 
courages pof^tial ^^ts and dieir families to 
e3q>OTencc the school from the inside and to gain 
the necessary infom^tian a wise selmion <^ a schcKDi. 
Retention is ako challenging and exciting. Hi rough the 
retention efforts the school exteiKls ti^e peiM>nai care to hc^ 
indivkiual students to a mem happy and success ^iiocd 
e3q>crience* Bodi recmitment and tmntkni i^uine a certain 
attitiKie that welcomes the qucsticHis and appiiedat^ the 
questioner. Maii^eting plans fmc^ die recruitmoit cSfort 
and aUow the schod eo do m<»e rfian just increase cmoil- 
ment. The pul^ relations prc^iam sustains and increases 
the awareness and ai^redatbn the school. These collec- 
tive efforts renew the ^hocri's place in the community^ 
benefit an ever greater numbo-c^micknts and thdr far 
and in^re the future contritmtion of Cathdic educsv ii 
your bcation. 

It is rewarding when the results of your school's marfcct- 
ing effints bmnne evkient. Fov mstancc, y^cn fmmts, 
students or teachers begin s&^ing the student recruitment 
person in the haU to g^vc names of j^t^KCtive students or 
to share new marketing kicas, your goal of bn^dening the 
Ixise of in^vcment resudlial. Eventually more inquiries 
to the schod, increased at^ndance at Open Hou%, more 
students taidng ycmr entrance or |rfacement exam, and finally 
a greater enrollment in your school occurs* 

Ju^ as your sdiool makes a year-rouiKi ccKiaibudon to 
the ommiunity, so too must your recruitment and rctentk>n 
efforts be a year-round activity. Yotar school is ccHnmitted 
to prcmding a quality Cathdic «hication to ^ur students, 
and your nmrl^tiiig and public relations phns must be 
committi:d to pronmting your school's m^sage, both inter- 
nally and externally. By carefiiUy cooniinating the elements 
ofa year-round frfan ina>rporadng marketing, public sta- 
tions and ^cknt ^cniitment and retention, you can help 
insure a ^lid foundation upon v^th your schod can build 
for the future. 

47 41 



Bibliograplty 



Appel, Dr. David, Mmrkemg^ (National Catholic Educa- 
tional Assodatkm, 1986). 

Cartcr-Smith, Virginia ami Susan Hunt, The New Guide ft? 
SmdemRecruimeniMarketif^, J^Bm^fCASECUR- 
RENTS, (Council for Advancement and Sup^rt ofEdu- 
cadon, 1986). 

Gil^n, Amy, Student Re^^ruitment, (National Catholic 
Educational Association, 1986). 

Gr<^man, Robert, Mftrketify: Key i§ InstimtimMl &$mv^ 
a^ndS^cess, (The College Bc^rd Review, Spring 1987). 



48 



ERXG 



Appendices 



I 



Appendix A: Image Surcey 

Thw image survey was dcsignal l:^ Ncntfawest Regional Education Labora- 
tofy (Pbitiaftd, Oregra) to dctennine: 1) makes the ch<MCC <^ a high 
V school; 2) the relative tm{K>rtancc of various fectof^ in the choice of a school; 
and 3) the **ima^'' of a ^hooK The questionnaire can be adapted to assess 
the attitudes of th<^ currently oinncctcd with die school or th^c who are 
considering the school, 

FRESHMAN QUESTIONNAIRE 

^£alm€: 

Grade &:hool: 



A. GENERAL (mark all answers which apply in number 1 and 2) 

1. When you beg^ looking into high schools, 1k>w did you first hear 
aboui^ (nzmc of school)? 

{ ] friend | ] teacher/counselor 
I 1 studenv'fricnd at rfiat ^ool [ ] cc^ch 
{ J parcnt(s) { ] viatation by that school 
{ 1 advertising ( j Other.^ 

2. Did you ever visit the school before af^lying? If so, when or for what 
evcnt(s)? 



[ 1 Open House 
I JTour 

[ ] Other (please specify) 



[ } Bring a Friend Day 
[ ] Other Vt^tatlon Day 
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B. IMPORTA>3T FACTORS IN YOUR CHOICE OF SCHOOL 
Please rate each person below ac^rding to how mudi INFLUENCK he or 



had on yc^ dtddon to attend 




(name of school). 








Somewnai 


Sightly 


Not 


lafluentki 


IftUUCIIVMl 


InHuentiaJ Influential 


3. Yourself 


a. 


k 


C. 


d. 


4. Your mother 


a. 


K 


c. 


d. 


5. Your father 


a. 


D. 


c. 


d. 


6. Former students 










id the school 


a. 


k 
D. 


c. 


d. 


7. Your friends 


a. 


b. 


c. 


d. 


8. Your pastor, nun or 










other religious leader 


a. 


b. 


c. 


d. 


9. School coxmsclor 


a. 


b. 


c. 


d. 


10. Your middle school 










teachers 


a. 


b. 


c. 


d. 


11. Someone else 


a. 


b. 


c. 


d. 



C. RATING OF YOUR SCHOOL CHARACTERISTICS 
Questions twelve through thirty-thr^ concern a list of important school 
characteristics. Please rate each of the follo^ng for your school or your first 
choice school, (the high school you now attend or the high school you most 
likely will attend next year). the following scale to mark your answers: 

a. Very Pc^itivc 

b. Positive 

c. Negadve 

d. Very Ne^tive 

For example, if you think your school grounds and buildings v/erc a very 
negative characteristic of your school, you would indicate ^d'* on the answer 
sheet for question fourteen, even if the buildings and grounds of a school 
are not very important to you. 





Very 






Vcfy 




Positive 


Positive 


Negative 


Negative 


12. Quality of academic programs 


a. 


b. 


C. 


d. 


13. Number of academic classes 


a. 


b. 


c. 


d. 


14. Campus grounds and buildings 


a. 


b. 


c. 


d. 


15. Reputation of the faculty 


a. 


b. 


C. 


d. 


16. High percentage of students 










anending college 


a. 


b. 


c. 


d. 


17. I^dershlp opportunities 


a. 


b. 


c. 


d. 


18. Class si^ 


a. 


b. 


c. 


d. 


19. Student/faculty relations 


a. 


b. 


c. 


d. 


20. Opportunities for school 
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C. 


0. 


2I Art" Hrsmfl sn/i trait^i? 
inf^ molt lift liiuaiw 


41 

a. 


h 




CI. 




a. 


u 
D. 


c« 


A 

Q* 


23. Ovcr^ fCDub2.tTnn of rnc 










dwntint lu Liiv u/iiuiiuiiiiy 


a. 


K 
D. 


€* 


u. 


24- Schod ODt^^ftunitics and 










alXIllJapilCirC 


a. 


D. 


€. 


a. 


mir* imWAMravlllty %Jt rcu^uUi^ 












a. 


K 

D* 


c. 


A 

u. 














a. 


D. 


c. 


-1 
u. 














4* 


U 

0. 


c. 


u. 


28. Ctcndicr of ^idcnf IviHv (i r 










vMvVlf all lllalv vH oU ICiluUC J 


a. 


U 
D* 


c. 


A 

U« 




a. 


D. 


c. 


a. 












Want viuivf AUIVIIAa a|nJtlaC^S"^%4 












a. 


U 


€. 


A 
Q. 


31. Mcamcss to hoinc 








f4 


32. Location of school (proximity 










to am, librancs, etc.) 


a. 


b. 


c. 


d. 


33* Co^ (tuition and fe^) 


a. 


b. 


c. 


d. 


34. Financial aid gjlven or oflfcred 


a. 


b. 


c. 


d. 



D. IMPORTANT FACTORS IN YOUR CHOICE OF SCHOOL 
Please rate the impOTtanoc to you of characteristics in a school. Read the 
3NTIRE list before marking any answer. Use **extrcmely important" only 
dwu Hmes. 

Eztren^y Vciy 3on^what Not 

In^ior&uit Impomnt Importent Importmt Impor. ^ 

35. Av.ulabifity of 
relig^ious instruction a. 

36. Ab^ncc of religious 
activities a. 

37. Nearness to home a. 

38. Student discipline 
which is expected and 
maintained a. 

39. Quality of academic 
programs a. 

40. Number of academic 
{MTC^rams a. 



b. 


c. 


d. 


c. 


b. 


c. 


d. 


c. 


b. 


c. 


d. 


c. 


b. 


c. 


d. 


c. 


b. 


c. 


d. 


c. 


b. 


c. 


d. 


c. 
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41 . Rcputatkm of faculty a. 

42. Ch^U rq>utarion of 
^ocA in the 
community a. 

43. High percentage of 
students attending 
college a. 

44. Leadership 
opportunines a. 

45. Class size a. 

46. Advanced placement 
classes a. 

47. Cost (tuition and fccs)a. 

48. Financial aid oJfcred a. 

49. Opportuniries for 
schoo! involvement a. 

50. Artj drama and music a, 

51. Student/faculty 
relations a. 



Vary Somewhat Not 

Impomnt Impoitanf Intfiortmt lif^rtRiit Impomnt 



b. 


c. 


d. 


c. 


b. 


c. 


d. 


e. 


o. 


c. 


a. 


c. 


b. 


c. 


d. 


c. 


u 


c. 




e. 


b. 


c. 


d. 


e. 


H 

u. 


c« 


U. 


e. 


b. 


c. 


d. 


e. 


b. 


c. 


d. 


e. 


b. 


c. 


d. 


e. 


b. 


c. 


d. 


e. 
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Appen€Ux B: Form for Vmtors to mmpleie as they 
eurive for Bring a Friend Day 



Visitor Student Information 



Name: 



School: 



Home address: 
Present Grade: 
City: 



_Giaduation Year: 



State: 



Phone: 



Number of ymn in Catholic school: 
Your lurthday: 



^.Public school 



Heasc dieck the rf^^ areas of greatest interest to you: 
[ J Student Govcmn>ent [ | Health [ ] Foreign language 

I J Religion [ J Math 

I 1 Sdence { I Other 

I ] Computei^ 
I 1 Sports (specify) 



[ ] Drama 

{ ] Social Studies 

{ ] English 

[ I Music (specify) 



How have you heard about this school Piea% mark all the ways that apply 



to your Situation: 

{ ] Invitation 

( 1 Teacher 

I ] Friend 

[ ] Parent 

( ] Friend^s parent 

Who invited you tcxiay? 



{ I Catholic newspaper 

[ I Public newspaper 

[ ] Radio 

{ } I^rish Bulletin 

{ ] Other 



I ] Posters 



Who is your **partncr" for today? 
Namerfyourparcnt(s): Father: _ 



fist 



Mother: 



You live with: [ J both j^rcnts I ] mother [ J father 
( ] other (please specify) ._. 
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Appendix C: General Information Sheet 



SI.MARYS 



A -C. A 1) E M \ 



THE HIGH SCHOOL 
FOR YOUNG 
WOMEN 



. . . cducarion uniquely ftxruscd on young women 

GENERAL 

* St. Mary's Academy was one of the fii^t private schools to be narionally 
recognized with the USA Exemplary School Award for standards of 
excellence. St. Mary's has been awarded this reco^irion vmct^ the only 
school in the state of Oregon to achieve such an honor. 

* Owned and c^cratcd by the Sisters of the Holy Names of )esus ar ^d Mary 

^ncc 1859, St. Mary^s is the oldest cxwitinuous operating high school in 
tl^ state of Oregon. 

* St- Mary's is located in downtown Portland, conveniently near Portbnd 
Sntc University, the Portland Art Center, the Oregon Historical Society, 
ard the main library. 

* St. Mary's is a member of the National Catholic Educational Association 
and is accredited by the North^^t Association of Schools and Colleges. 

FACULTY 

* St. Mary's has two guidance coun^iors, one for college counseling and 
one for pcr^nal counseling. 

* 80% of our feculry have Master's degrees; one holds a J.D. degree and two 

hold Ph.D's. 

* S0% of our faculty arc members of reli^ous orders. 
STUDENTS 

* St. Mary's student/feculty ratio is 12:L The average class sise is 25 
students. 

* Students come from 32 communities in Oregon and Washingtcm. 

* 68% of our students are Catholic: 32% arc of other faiths. 

* 92% of our students choo^ college immediately after graduation. 

J 31% of our current students receive financial assistance based on need. 
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Appendix D: Sample EmUuaUon Form for Parents at 
Oj^n House. 



Parent's Name 

EVALUATION FORM FOR OPEN HOUSE 
(Tliis fonm is to be completed by one parent or both parents together.) 

Plea% ans¥^r each question hcMiesdy. Wc designed our Open Hou« to 
addr^ the information needed by parents and student. Your feedback will 
be used to evaluate this year's pro^m and to improve our design for next 
year. Thank you for coming and for lesponding to this questionnaire. 

1. Did you receive the kind of information you wanted? 

I 1 Yes [ ] No n Partially 

Comment: 



2, Did you have enough c^ortunity tc hear from the following people: 



Yes 


No 




i I 


( 1 


Administrators 


{ ] 


[ 1 


Teachers 


I ] 


( ] 


Students 


I ] 


[ 1 


Parents of current students 


I ] 


{ ] 


Coaches 


I ] 


i ] 


Counselors 



3. The best part of Open House 



4. Open House could be improved by 
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S* I hmd about House through: (check all that af^iy) 

[ ] The Orcgonian [ ] Lake OswegD Review 

[ 1 The CathoUc Scndnd I ] BiUboard 

f j Young Ameriom [ ] Daughter's teacher 

I } Valley Times [ j Radio 

f I Poster (^ere?) j j Another pircnt 

{ 1 Other (spedfy) [ ] Current S^ident 

{ ] Daughter (who?) 

[ j Parish Bulletin 



6. When my daughter enters high school, she 
[ I will attend St, Mary's 
[ ] might attend St. Mary's 
[ ] probably will not attend St. Mary's 
{ ] no decision has been made yet 

Please give your reasons for the above choice: 



Thank you for romplcting this questionnaire. Please leave it at the front 
hallway table as you leave. 
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Appendix E: Sample Embiotion Form for Students 
at Open House 



Student Name: 



EVALUATION FORM FOR OPEN HOUSE 
This form is to be ccMnpleied by a student. 

Please answer each question h<Hiesdy. Wc d^gned our OjH^n Hou^ to help 
you. Your answers to thc^ questions will help us. Tnank you for coming 
and for answering this quesdonnairc. 

1, How much information did you receive about St. Mary's today? 

[ J much informadon [ ] some information 

[ ] little information 
I teamed most about 



I wish I could have learned more about 



2. How did you feel about your welcome today? 

[ ] I felt very welcome [ ] I fclt OK [] I felt a litde unwelcome 

Why? 

3. Did you have enough c^^rtunity to hear from: 

Yes No 

(I { ] St. Mary's Academy students 
{ ] { ] Teachers 

[ ] [ ] Activity, athletic and counseling staff 
( ] I ] Parents of SMA students 

4. The best part about Open House 



5. The Open House could be improved by. 
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6. 1 heard about O^i Houx throu^: (dicdk all diat af^Iy) 
[ J The Ortgonian [ j Lake Ckwc^ Review 

[ ] The Catholic Sentinel [ } BUiboard 

[ 1 Young American [ j Radio 

{ ] Valley Unntcs [ ] Rjstcr (^cre?) 

{ 1 Other (specify) [ ] Cunent Student 

[ ] Parish Bulletin (who?) 



7. For my high school, I 

[ } will attend St, Mary's 

[ ] might attend St. Mary's 

[ ] probably will not attend St. Mary's 

[ 1 have n<K yet decided. 



Name Grade 

Thank you for completing rfiis questionnaire. Please tove it at the front 
hallway tabic as you leave. 
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Washington, D.C. 20007-3852 
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